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ABSTRACT

The purposes of this research were 1) to survey the conditions and opinions
of Chinese Travel Agents on doing business with Thai travel agents, 2) to survey
conditions and service policy of Thai travel agents to Chinese tourists, 3) to survey
the needs of Chinese tourists on the decision-making process in selection of services
for travelling to Thailand through Chinese travel agents and 4) to determine a
marketing strategy for travel agent companies between Thailand/China. This research
combined a research methodology between qualitative research and quantitative
research, with tools for data collection including; in-depth interviews, questionnaires
and focus group interviews. Samples of this study were management representatives
or marketing managers of 8 Chinese travel agents, management representative or
marketing managers of 10 Thai travel agents, 5 relevant representatives of the
government sector, Thailand/China tourism experts and tourism scholars. The

secondary data was obtained from the interviews by journalists, academic
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documents, articles, and the information from 400 Chinese tourists who have
travelled to Thailand at least once through Thai travel agents. The samples of this
study were randomized by non-probability sampling. Qualitative data was obtained
by the use of snowball sampling or network sampling from management
representatives or experts who have been interviewed. As well, quantitative data was
obtained by the use of purposive random sampling from Chinese tourists who have
visited Thailand. Statistics used for data analysis were frequency distribution,
percentages, mean and standard deviation. Referable statistics for hypothesis test
and statistical search were calculated by factor analysis and Structural Equation
Modeling (SEM).

The results showed that:

Service marketing strategy presentations for Travel Agency Companies of
Thailand/China that analyses compatibility obtained from in-depth interview, travel
agents groups of Thailand/China and result from factor analysis with Exploratory
Factor Analysis (EFA) process, verification of conformity of Overall Model Fit Measure,
and evaluation conformity of result in the important component of Model
(Component Fit Measure) were analyzed by using Confirmatory Factor Analysis (CFA).
The research result obtained from the development of Third Order Confirmatory
Factor Analysis could be presented as “PRO-ACT” strategy, consisting of 6 strategies
namely P-Strategy which related to high class services with welcome and service
mind (People oriented), R-Strategy which encouraged and enhance business
potential in the form of image and reputation (Reputation), O-Strategy which related
to opportunity and marketing support of ASEAN, tourism service sector
(ASEAN/Service Oriented), A-Strategy which built confidence of tourists in the form of
assurance, C-Strategy which was the presentation on privilege service of diversity and
different similarity on same difference, choice of product service, and T-Strategy
which prepared readiness for integrated working and collaborating with various

agencies with promptness, constancy and fastness (Timeliness).
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FEI9U3NS vesnslasuunmsanusenidiealnelulssmelve Usenausie Factor 71 3
aruduly asiane warsanisy (Timeliness) Factor 7 4 n1sudnsfildsunisidenass
(Choices of Product) pefUszneuil 3 Suneundsanliuins sesmufimeladenislésu
U3n15 Useneudie Factor 7 5 nsuinisegnsdisyau (People-Oriented) Factor 71 6 A3
udt wazifitlaning (People Oriented) aadUszneaudl 4 nstinguszanauAsugRvedoy
ANAUINNT FugsAadiien Usenoude Factor 1 7 Avmiduussunanedeu (ASEAN-
Oriented) wae Factor # 8 aandutenamendeu (ASEAN Oriented)

3.3 HaagUlATIeiesAUsEnauedudu (Confirmatory Factor Analysis : CFA)
fildann nsUszliumunaunauvedinakuudeyalieuszansluamsiu (Overall Model
Fit  Measure) warUssifiuainunaunduvesnadniludiulseneviidfyredluina
(Component Fit Measure) aigmatiaIlATIZeAUsNoULTNEUUSUAUaIY (Third Order
Confirmatory Factor Analysis) Ingviagouriulusunsudn§agunaadadugs fanwil 1
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ARguginImsamaudnmsdmsudlssnaunisssAinduisswitolsama lnal/§u
A Maodel of Service Marketing Stratagy for Thailand's Travel Agent Companies in Intarnational Tour Business Management of Thailand/China

maiesisHasAls:nau B du dududua (Third-order Confirmatory factor Analysis)

Chi Sguare =548.713

Chi Square-df =1.440

Hoelter =311.000

RMR =.040

GFI=924 CFi=981

IFl =981 TLI =975 RMS3EA =033

Service marketing Stratagy
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MWA 1 AILUUNAENTNINITAAINUINIT IMTUHUTENUNSTINIIWEITEN TN seIne
Ine/Au (ndansuiulung)

Haasy AadAussliuaunauniuvetlumaiudeyaidasedny Yasiwuunagng
NINIIAIAUINMIEMULUsENeUNSTIid I sEninssemalve /AU mumsed 1
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A1519% 1 ﬂ'waﬁaﬂssLﬁummnamﬂﬁwaﬂmmaﬁm’fagaLﬂ?ﬁaﬂiz%’ﬂﬁ

ANl NAFINITNRTUN Aadaldann1siiaei

Y’/ df (CMIN/DF) <2 1.440
GFI > 0.90 0.924
AGFI > 0.90 0.904
NFI > 0.90 0.941
TLI > 0.90 0.975
IFI > 0.90 0.981
CFI > 0.90 0.981
HOELTER > 200 311

RMR < 0.08 0.040
RMSEA < 0.08 0.033

naagUEhunaeintsiansan lumailddanunaunduiudeyaideszing

4. fhuuunagymensnainuinmsamsuussneunsgsiatifioaseninssyine
Ine/3u agunainzsimnugenndesiildanmsdunualidedn uasnaliasgiesdusznou
(Factor Analysis) fiaunannmaiansinsziesiuszneuidsdudususiuany (Third Order
Confirmatory Factor Analysis) tauefauuunagns “PRO-ACT” AUsznaude 6 nagns fAe
nagmé P-Strategy LunagméfiigtesiunsuInisedslisefu senudud uazidila
1U3n13 (People Oriented) nagms R-Strategy LWunagnsdaaiy wazifindnanmliiugsia
sunménwal uazdieides (Reputation) nagns O-Strategy unagms MAstesiulena
waz AsfiiAenyunianisnatavesaudulszaauendsu n1Au3nig nsoudien
(ASEAN/Service Oriented) nagné A-Strategy (Junagnsairsmnuideshiliurinvioadien
fegUkUY M33UTeN wazilimuidesiu (Assurance) nagns C-Strategy LHunagmsiiniaue
M5UINsLUUIWiloTEAUTeIANMAINYATY UazAILLUT BUTLANAIIULAILA AT
wiloufiu vesuinmsiiladiunindenass (Choices of Product) nagms T-Strategy unagms
w3suAEnounsinuLuuysanms Taesfianuiiudiefuvansqmite len1susnsnd
mwdul ashiane wagsaIns (Timeliness)

aAUsekHa

Fideldthiaus Muuunagndmenisnainuinsdmiugusznaunisgsiaiudien
spveUszmalne/Au Mdudadvatvayuuardaaiunsaiiedamiuanunsonenisudedy
\Bagn Suthlugthdeanuduie felansliving Aflandudavesgsio swiliian
mnuduseiBsnsudsiunmatinvioadisddu Gonin fuvunagns “PRO-ACT” muamil 2



136 NsasUndndng univendevsigilaseansal lunssususigudud
U 7 20ui 1 un1Ax - Wwgw 2556

P

AN 2 Fuunagns “PRO-ACT”

nagnsn1suInIsed1elisziu meaudud waziiulauinig (People  Oriented)
vieis yaansiliuinis videsiaamearn fedlunuimddyanniian desanunsanaue
Wnsimiesziu feauasda ldiedaenieu sulwendnwalddrlunuuinisi 7
dosimnuduiionndn nszieesu quateileldretnviondion iilauazadsle nasaau i
anruazeuienels sensidunuifnasgiulazaanmuinisin aileunidviaig
Tdlalusazidoadng feeq lelitnveuisaddntennunduiing wazduilddenady
yanad iy SudunadenisaiisUszaunisaliin auinduniudseivle wasgndistozen
fuuiem wieuiidugnéimasaly el enadunalignéinduanlduinisdnads uiouen
ﬂa'nﬁ’uqﬂﬁa?J'uiﬁmisi’j’ﬁmiﬁw%ﬁwiuamﬂm A0AAARINULUIAA Bitner, Booms, &
Tetreault (1990); Rust, et al. (1996); Lovelock & Wright (2002) i answadani1sTuives
anf wagarwdAguemgAnssumiinauliuing Auansdsmnudalalunisliiuinig wu
auatonlald ielsuszifiunanisuimsauinfumnuianwels violinele azidunaianiy
#elaluownam (Future Intentions) wArAINSNINARDTINT (Customer Loyalty)

nagnsaaty wagiindnenwlitussia Munmdnuailazdeides (Reputation)
wneds msassanulineda ddseanudimiustunsuanddsuiifetuanmslasuuinig
109U Suiinadedeidsaveduduayuinig Imsﬁqsﬁaawuﬂsaﬂﬁﬁamuﬁwﬁué@wﬁiﬁ
Virugné awAniduanadedie amnusiule ludeldsuazmwnavesuiem suda Ay
1laluyszaunsaifiniuinvesuisn denndesfunuifnuaznuite Tndu Waywmes (2548)
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uawDick & Basu (1994) Cited in Sheth & Mittal (2004) 7131 Msa31sATeiie A1
1nslady funumdrdyednadaiiazsitligniniineusniidugsia Tnedlvgazifinen
M35U% Anuan videUszaunsaliilasu

nagndlonauasAsiiienyunienisnain vesarundulseriauendou nauing
msvieaien (ASEAN/Service Oriented) vaing s gULmeﬂmﬁummmﬁm (Single Market)
sULUU Fatadu ngunae suideuuuuunuientu (One Law) war aaudunnnsgiuuas
AnuminIsu3msluseduLAeafu (One Standard Service) fuifu g3Radadldmans wasdad
M3UTMITANITNIaNIIAaIn Yiuddensivdsuutamisgsiafiidoanimuandennis
wistuiilionfranntu Fugu AMZATEANERS U INeNdeudld (2554) na1331 Nslaias
amamsvieaiienluzedlena auvimiegsiaviesiiealns wiequéidenansine (2554)
iaupsULUUUI M BamMszanntulunguineaiendu vie el Jsednd Auddlnlsad
(2547) Fio msaeildiUTsudanmsuteiuliiuusdls Tuegifunmuninnisliuinisia

nagmsmsaeudesiliuntinviendien sesuuuunsiuses uazdanudesiy
(Assurance) mnefils amnudssnviivesliuing viedsiionamalis Femuaulaen
Wy AIABINAsiTRnssTIueA (gnnde SufivAdund) anudsamedsan Wy lse
szun (uin 2009) uazfsainimmnsalyuyaumanisdles Wusu msuinmsdudsiuesls
wiu wazdudedlailsd nmsfaduladenlduinng dnvieadisrazdilefennuidssiionnasliiy
Tnsusdmiuiieadesaiiaunugnidu uazuumalidrmih iemsiusosuazlimundeshy
siotinvieaiilon adu Swarvrooke & Homer (1999) i1 tnvieaiivasnduladodudn
vipafisauanaaninnisteduidu Issszinadeudiouiu imsedn dnvteadienldainm
aniBenidiu uazmdsdaudedunisiiedu desantumiudyyinar ldsuusnnsia
FaaRnues Lovelock & Wright (2002) 131 n35uuseiuu3nns (Service Guarantees) lu
inseslenindslunisduaiunain uazilildaunmuesnisuinig lidandunsfussiu
fuanasguiidaian dunisanisiutiym nsanANiABsveInIsinaulade Fens
waniUdsu veunuly wazmsdutudleSuniesdns lnsfiszyiiuduiy nildunisdanisas
AnUn@fiindu (Exceptions) Ae nsUsiusenuunniewwesmdnsast nsudladam
anAniildsunndangtivg nisvaeAndeme (Restitution)  degnAdrulugiiaam
manfaftagldsumsvameainanudumadlunisuing fiervazeglusyu nissudseiu s
Audy wazdeRuluguuuudu Wud

nagmsmsthiauonsuinsuuumiossfuuumIvaInTans YeensuInsailasy
n151denass (Choices of Product) manefs msimuusmsfiduguuuunsviesienind
arunfuiendnualiants vuanuFesnsiitanuvatnvasnntuy Suiiludanusoanisd
witSswestinviondiafifienuuansnaty sisdl sseuiinds eusangauuunuduAesiiu
fnvioniioalddne uaznaidesgaydely Iiimannafudsidnvieadisnanisioz
1650 lddazdunisliuimsninuzifune aauiinusuiifanuazenn agzaan sy
UaenAtluTinuazningau (Judu aeandesiu Iso-Aholo (1980) findaiis naufiniswan
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niuazlam (so-Ahola’s Escape-seeking Dictonomy) Saauna ¥1UsTIEsg (2546) way
Lovelock & Wright (2002) find1791 msudmsdnnisauuinslifimnumsnza uazauna
fuAnudesnsieuinisvesgnin

nagnsnIsseaunied lun1svinuwuuysung laelaiusiudeiunaty
e Wensuinsiil anuduls alnauouazsIng (Timeliness) yneds sULUUNS
Uinsvieaiieafifinnudanguas uazmsuinismeativayu fe gsiadiiteimiiidu
donansseminegudnuinisniseaiiafudtinvieniion FaldrAeadostu dausudy
fatty fuszneunismsnsgaiinuagafiais nsfndevszanununazauduiusszning
ganaffinmAetes lnsilunszuiunsliuinisuuuauuinismdand (Back-Office
Service) fimpgatiuayuuinsmiiing (Front-Office Service) Surfiunsifuialuauuinigi
fauAguies suhlgmnududdlunisliinsifaunmasuiuanyssl Ssaenndos
funwaAnues Lovelock & Wright (2002) wazlovelock & Wirtz (2007) fildiedunedia
nsruruMsAinmINusudueied villiAnnszuiunsdaeunslidnsfisinunim uas
fivsgangnm suvligsuuinisiinannuiisnels Yserivle sunanelumnudnalunisly
U3ty vide fugu Hudson (2008) findnadn msuwansmuinisiildfunnuagninginig
prnndiafifinnussuludagtuiiundy vilnaaduiadenis fnldindesien
wnluderudiosnsuesmgsiansvieadien fawnsaneulandFosmsliuinsisin
avmnmnldnntu

dalauauug

dnsumsifondsil

1. fuszneunsgsiatiitivesinemsnszniin wazueslonia naiavieaiileddu
dagniduailoundsnaaiien (Single market) vaslneg shemsinausuarUssyndusiusiu
dodoenanineg veadu wu nadeseulatl Hodsau (Social Network) Tusvuuvesiu (wu
A (QQ), 174 (Youku) 1Husu vide msthiausnwdnualusminiieavesmusinude
Ussrnduiudidesn sl enveglusuuvuauiniiofumienuniasgredinedidduny
drifneniludsemaiu Snvarssvunshuinudvled viodiuaniulszneunisiidany
Udefie nasnau nerwwaisduiusnmuazaudauflouszatuay fudrinaunis
UIMsveInsvieafisunian@du (CNTA) wazuFinfuvuvieuilendu Wudu

2. fiusznounsgsiaidieavedine msmsgnindanisudmsdnnissunaninns
Tou3nsin Tiun leuslusunsuvindunsgiunazaunwluszdud daensufunguidnvionilen
AuAmATszdunsAnuiuazeldegluinasiiia wiouldauddgsenisuinsidy
sUuuuMsYiesiiElzmusadouusiazseiu 9Iufs dssnenrazain maguateilald
ANdEAINaUe wazldsunuguanmsinnew Tagldyatiususandumdn

3. msthdeyailaluldusslond lunmsideondunuiuszneugsivtiiiersening
Uszinelne/3u men1sdises naaedldiuuunagnsnenisnainuinisdmivgusenaunis
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g3RetnsaseninszmalngAuiinwiun wagsinsdisuifisunadnsilafuisnns
Fufusrunuuidy wazuuvlu Suasdunaliinisfnuideadsd iindszloninasd
UsyAvsnngean sasafaiflsiuints wardSuuims

dmsumsideaduioly

1. Me3delunedely vetausuusly fusenaunisgsiadniieaveding Anw
LMalaEMIUIMsIaNsYesUsznounsgiatiiealulsagUstina nguuszinAandn
ondeuiiisenaninvioniioarniu tilefinw Aasieit uagiIeuifisuuuammanisuims
JansvesiiUszneumsssitifinlulsazuszine nguuszimaaunTnendou Nldenain
tinvieaifienvndu Feazviliguszneunisssiadiiieavesing annsaadannuliuiou
yansutstudesnuanidedu lunaatinvionilearniu wieuls faunsuuuunagnsi
Anuvangan Tudsaiuayy wagdaasudnauannsananiswsdussaugiiniale

2. m3ideluadssioly veiausuusly AnwrsUuuuanuduiudideanvasonis
U3 sdnnImamsnansuAanImnTUIng dvduguszneunisgsnatiiilenssning
Usemelne/u muudazesduszneunagnsigidelsinausly
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